with seven brands of soft drink. But when you say kuch meetha ho jaaye 7 you are competing with thousands of traditional sweets including regional favourites. It"s a good piece of strategy, but whether it"s effective is the question," 8 is the opinion of marketing consultant Harish Bijoor. He further feels that apart from the social sanctions against adults eating chocolates which are still in place, there"s the functional idea of chocolates being a sugar rich category and therefore not good for health which is becoming a hindrance for growth of Cadbury.
Chocolate Industry in India: 9 Traditionally, the chocolate industry was segmented based on the type of the ingredients used in its production which includes milk, dark and white chocolates (See Exhibit1). The industry growth was driven by the increase in disposable income, increasing trend in gifting chocolates and changing lifestyle. As per Euromonitor International report in 2014, growth in chocolate market in India had been much higher in India when compared to the other BRICS 10 countries especially during 2006 -2013 . As per the same report, it had been seen that over 2009-2014, the rural consumption has expanded more than the urban consumption.
Exhibit 2 also highlights the fact that from 2008 till 2012, Indian chocolate industry had grown at an average of 13.5% per annum. In 2013-14 the chocolate industry in India had been estimated at INR 58 billion which showed a Compounded Annual Growth rate of 15% over the last three years. It can also be seen that the market share of "Others" category has increased significantly from 2009 to 2014 and the established players in the Indian market Nestle and 
Cadbury Dairy Milk: Harbinger of Emotions
Over the last two decades, Cadbury Dairy Milk has been able to build an integral relationship with the Indian consumer. The communication and customer connect strategy of Cadbury in India with respect to its Cadbury Daily Milk brand has made it an integral part of life for its consumers. The chocolate has risen above just being a brand and has become a constant companion for the consumer on her emotional journey of life. Whether it is the expression of achievement or joy, times of sheer sadness, periods of nervousness, fits of anger, and bursts of laughter or sharing the perfect love stricken moment; Cadbury Dairy Milk has been a part of all of it.
Cadbury Dairy Milk's Slice of Life Communication Message
Cadbury Dairy Milk has been able to build this unique connect with the consumer through its one of a kind promotion and advertising strategy. The promotion strategy followed by the company is somewhat unique-instead of focusing on the product, it seeks to tap into emotions normally associated with chocolates. The ads of Cadbury Dairy Milk have been a testimony to the brand"s ability to position and reposition its products time and again, in order to capture and retain its market share.
Pre 1990"s, Cadbury Dairy Milk ads were focused on children alone and talked more about the product. In Mid 1990"s the focus of the promotional messages changes and started focussing more on adults and positioned chocolate consumption as a sign of love and friendship. Since then the company has built on this promotion message and have continuously portrayed Cadbury Dairy Milk as something to be had for celebration. They have promoted having the Cadbury Dairy Milk chocolate as a celebration of win in sports, in exams and other fields. The company has also portrayed the chocolate being an alternative gift item or something to be had in place of traditional sweets. (See Exhibit 7 and 8 for details of the advertisements of Cadbury Dairy Milk over the years)
This particular strategy of Cadbury has proven to be very successful. Cadbury Dairy milk has been positioned more as a lifestyle choice and a treat to be had at different good points in life.
Cadbury Dairy Milk -Sweet Dream Turning Sour 21:
The year 2015 was not good for the chocolate industry in India as the sales fell by 2% in the first half of the year. This sounded a major alarm for Mondelez India. Although, Mondelez India has lot of products in its portfolio, it was majorly dependent on chocolate category for its revenues and profits.
In early 2015, Cadbury sales saw a drop which has been the highest slump since 2005 which the company has attributed to the increase in commodity prices, depreciation in rupee and economic slowdown. The company as a result has started investing heavily in sales and market expansion in India with the prime focus being rural India. 22
Manu Anand, CEO of Mondelez took helm of the company when it was taken over. This current slump in the market is one of the first big challenge in front of Anand. According to several industry experts, Anand has to deal with several major areas of churn like transforming an old organization with a majority new team at the top management along with old members. The second challenge is the product front where their primary product chocolate is struggling with high input costs and growing competition. Prashant Peres, director, marketing (chocolates) at Mondelez India 23, has pointed out that the company has introduced innovative products in the premium chocolate category and expanded the Cadbury Daily Milk Brand in the premium category as "Silk".
In order to protect the market leader"s position of Cadbury Dairy Milk in the chocolate market, the big question is whether the same promotional strategy will work in the future for Cadbury Dairy Milk or not. Type of ingredient in Chocolate (popularity in %) 
VALUE
Chocolate sales are likely to grow at 11% CAGR in value terms at constant 2014 prices over the forecast period. Growth will be driven by lower-priced chocolates in rural areas and increased uptake of premium ones in urban India. According to Euromonitor report 
